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HUMAN ATTENTION IS 
CHANGING
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It’s Not a Matter of Attention Span…
It’s a Matter of Interest Span
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“No good movie is 
too long and 
no bad movie 
is short enough.”

- Roger Ebert, Film Critic
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Earning the Right to Converse with Customers (or Readers) is the Challenge

Attention/Retention is the New Oil



7

So what can I do about it?
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Why Tell Personalized Stories?

Memorable
20% More Recall

Engages Audience
Entertain, Surprise, 
Delight

Educates Audience 
without Overwhelming 
with Information
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Most people 
don’t read 
bedtime facts...
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“Good marketing tells the story. 
Great marketing is the story.”

- Bernadette Jiwa, author of Story Driven
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Either you’re a sociopath…

...or you just felt something.
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That’s because stories are part of human nature.
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In marketing, storytelling isn’t 
empty carbs, it’s rich protein.
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You might be thinking...

[snarky voice]

“Whatever, Johnnie Walker,

try that in B2B…”
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“What the f*ck is wrong with me?

Did I seriously just tear-
up over a Vistaprint ad?!”

So, now you might be thinking...
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Yeah, you did...
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We all did!

You’re not a weirdo, you’re a human being.

And so are your audience members.
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So...let’s stop acting like weirdos treating 
our audiences like a bunch of weirdos.
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Tell stories that reconnect with buyers.
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But don’t just use storytelling.

Use storytelling strategically.
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•Set Vision / Lead Change

•Define Culture, Environment or Values

•Energize, Inspire, Motivate Your Team

•Educate / Coach People

•Share Understanding

•Empower Others

•Explain What We Do

•Company Origin / Brand Story

•Illustrate Problem Our Products Solve

•Show How We’re Different

•Share Customer Successes

•Make Product More Valuable

•Resolve Buyer Objections

•Build Loyalty

•Create Sense of Urgency

We Need Stories to Help...

LEAD SELL & MARKET
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Vistaprint didn’t finish their campaign 
with that story.

No, they began their campaign with it.

The Whole Story
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10% Click-through Rate; 1M Views
The story, this emotional connection, kicked-off the customer journey 
with heart, opening the prospect to opt-in for further engagement.
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Those who fully connect on an 
emotional level with a brand are 52% 
more valuable than those who don’t.

-Harvard Business Review
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...it’s also about great experiences.

But it’s not just about great content
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“A brand can tell the best story in the 
world, but if the experience of that 
story sucks, no one gives a shit.”

— David Beebe, Emmy award-winning branded content 
producer
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Do yourself a solid and protect your investment.

Once you’ve created great content, produce a 
compelling, beautiful experience or “package” for it.



37

But a documentary isn’t an ad, right?
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What if I can’t produce videos?
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2012 called and wants its PDF back.
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Content Experience

IS

Customer Experience

Just like using a good story to open your audience to 
your message, use good design and visuals to delight, 
surprise, and drive more impact with your content.
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Make it personal, make it human.

As people, we identify with and 
relate to stories about other people.

Don’t be afraid to humanize brand.
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● Human attention is changing

○ It’s not just about attention, it’s about retention

○ We do compete with Netflix and Amazon Video
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● Personalize stories

○ Increases information recall by 20%

○ Engages by surprising, delighting, entertaining

○ Educates without being overwhelming

○ Make it human, if when “it” is a brand
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● Stories are part of human nature

○ We (people) connect through stories

○ We (people) are full of and filled by stories

○ Treat audience members as you would yourself
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● Storytelling strategy

○ The content narrative is just one part of 
the overall campaign narrative

○ The experience of/around content matters
just as much as the content itself

○ Visuals and design can enable emotion
response or kill it before it’s ever born
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“I've learned that 
people will forget 
what you said, people 
will forget what you 
did, but people will 
never forget how you 
made them feel.”

- Maya Angelou | American poet & civil rights activist

Oracle Confidential – Internal
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What was the luckiest moment in your life?
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Thank You!
Taj Forer

taj@fabl.co
@tajforer

linkedin.com/in/tajforer
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Workshop Appendix
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Just because we can speak, write, or 
hear stories, doesn’t mean we can tell them



“A narrative about something 
that happened to someone.”
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What Is a Story?

WORKSHOP
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DISCUSSION

What makes a great story?



INCIDENT

Story Structure 101
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INCIDENT

WHEN and WHERE
does it take place?

What is the
PROBLEM?

What did they DO
about it? HOW did it 
turn out in the end?

WHO is the main 
character and what 

do they what?



INCIDENT

Story Structure 201
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TRANSITION IN…
TRANSITION OUT…

HOOK POST STORY

WHY should I listen to this story?
(Do this in first 15 seconds)

What was trigger event 
that lead to conflict?

LESSON: What did you LEARN from it?

ACTION: What do you think I should DO now?
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Story = Fact + Emotion

•Emotional stories happen all around us
•Humans make emotional decisions
•Emotion turns facts into stories

Emotion Is a Defining Component of Stories



60



61

Techniques for Emotion

Dialogue
Use dialogue, like 
a movie, even if 
story is written

Tell it Like it 
Is

“I was sad...”

Show Me
“He started 

yelling”


